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EXECUTIVE SUMMARY 
 
THE DEVELOPMENT OF BRAND LOYALTY MODEL BASED ON 
ISLAM ON PATIENT LOYALTY IN HOSPITAL 
 
Sofia Mayasari 
 
Maintaining customer loyalty to the products offered is not easy for a 
company. Especially in this current globalization era, companies around the world 
compete tightly to get more consumers and loyal customers. Similarly happens to 
the healthcare service area, competition in the health care sector, there are many 
health care providers such as hospitals, maternity homes, health clinics, 
physicians and others. Patients who are satisfied with the quality of goods or 
services provided, it will lead to patient loyalty and increase patient buying 
interest and also make the patients become loyal to the hospital. The decrease of 
the number of patients occurs because patients  leave the hospital and switch to a 
competitor hospital. Patient loyalty significantly determines whether a patient will 
return or not and whether they will recommend the hospital to others or not.  
The literature review explains about branding, brand loyalty, and Islamic 
nursing care services. This study refers to A Conceptual Model of Destination 
Branding (Hsu 2009). This theory explains that Brand Knowledge consists of 
three concepts or sequential steps such as Brand Awareness, Brand Image 
Cognitive, and Affective Brand Image. Each step is connected as a part of the 
next Brand block of the Brand Trust. In The Brand Knowledge, Awareness 
Affects the Cognitive and Affective Image, and there is a hierarchical relationship 
between the latter two. Brand knowledge forms the basis of the brand trust. 
This research uses explanatory research design with quantitative approach. 
The population in this study is the target population consisting of all patients who 
use inpatient unit nursing service of Masyithoh Bangil Islamic Hospital which 
amount of 150 patients. Data were analyzed using partial least square. Focus 
Group Discussion (FGD) was conducted with respondents, Hospital Nursing 
Nursing Manager, Nursing Supervisor, Head of Nursing Unit, Head of Polyclinic, 
Nurse Executor, Expert from hospital management, Hospital Director and 
Foundation Staff. FGD is conducted to find any solutions to the strategic issues 
that have been discovered. Modules are arranged with experts as materials for the 
provision of interventions. 
The result of this research are 1) Brand Knowledge: Islamic Awareness 
influences to Brand Knowledge: Islamic Cognitive (t = 9,6170> 1,96), 2) Brand 
Knowledge: Islamic Awareness influences Brand Knowledge: Islamic Affective (t 
= 6,2243 > 1,96), 3) Brand Knowledge: Islamic Awareness influences Brand 
Trust: Islamic Expectations (t = 5,8413> 1,96), 4) Brand Knowledge: Islamic 
Cognitive affects Brand Knowledge: Islamic Affective (t = 3 , 4256> 1.96). 5) 
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Brand Knowledge: Islamic Cognitive affects Brand Trust: Islamic Expectations (t 
= 3,5145> 1,96), 5) Brand Knowledge: Islamic Cognitive affects Brand Trust: 
Islamic Expectations (t = 3,5145> 1,96 ). 6) Brand Knowledge : Islamic Affektive 
affect on Brand Trust: Islamic Expectation (t = 11,6613> 1,96), 7) Brand Trust: 
Islamic Expectations affect on Brand Loyalty: Behavioral Intentions (t = 9,0985> 
1,96). 
Loyalty is built on brand knowledge: islamic awarenes by establishing 
islamic cognitive, islamic affectiveness and islamic expectations which affect the 
patient's desire to reuse hospital services and build hospitals from the criticism 
and suggestions. The factor of brand knowledge: The low of Islamic awareness 
can inflict the quality, satisfaction and trust felt by the customers to the nursing 
service in the hospital unit become low. High cost that must be paid by costumers 
and low quality of service result low values to the hospital. Overall customer 
satisfaction is also assessed since the customer entered the hospital, during and 
after using hospital services. Brand Trust: Islamic Expectations can increase the 
value of the Hospital if the services obtained by the costumers are appropriate 
with the sacrifices issued. Customer loyalty is built by beliefs of the costumers 
and good quality of service is determined by quality of nurses, price, quality of 
hospital services and satisfaction. 
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RINGKASAN 
 
PENGEMBANGAN MODEL BRAND LOYALTY BERBASIS ISLAMI 
TERHADAP LOYALITAS PASIEN DI RUMAH SAKIT 
 
Sofia Mayasari 
 
 
Mempertahankan kesetiaan pelanggan terhadap produk yang ditawarkan 
bukanlah suatu hal yang mudah bagi sebuah perusahaan. Apalagi dalam era 
globalisasi saat ini, perusahaan di seluruh dunia bersaing sangat ketat untuk 
menggaet konsumen dan mendapatkan pelanggan yang setia. Begitu pula yang 
terjadi pada sebuah layanan kesehatan, persaingan di bidang pelayanan kesehatan 
ada banyak penyedia layanan kesehatan mulai dari rumah sakit, rumah bersalin, 
balai pengobatan, klinik kesehatan, dokter praktek dan lain lain. Pasien yang 
merasa puas terhadap barang atau kualitas pelayanan yang diberikan, maka akan 
menimbulkan kesetiaan pasien sehingga minat beli pasien meningkat dan 
membuat pasien loyal terhadap perusahaan. Penurunan jumlah pasien terjadi 
karena beralihnya ke perusahaan pesaing. Loyalitas pasien sangat menentukan 
apakah seorang pasien akan kembali atau tidak dan apakah mereka akan 
merekomendasikan kepada orang lain untuk memakainya atau tidak. 
Kajian pustaka menjelaskan mengenai branding, brand loyalty, dan 
pelayanan keperawatan islami. Pada penelitian ini mengacu pada A Conceptual 
Model of Destination Branding (Hsu 2009). Teori ini menyebutkan Pengetahuan 
Merek terdiri dari tiga konsep atau langkah berurutan dari Brand Awarness, 
Brand Image Cognitive, dan Citra Merek Afektif. Masing-masing terhubung 
sebagai bagian ke blok merek Brand Trust berikutnya. Dalam Pengetahuan 
Merek, Kesadaran mempengaruhi Citra Kognitif dan Citra Afektif, dan ada 
hubungan hierarkis antara dua yang terakhir. Pengetahuan Merek membentuk 
dasar bagi kepercayaan merek. 
Penelitian ini menggunakan jenis penelitian explanatory research dengan 
pendekatan kuantitatif. Populasi pada penelitian ini adalah populasi target yaitu 
semua pasien yang menggunakan jasa pelayanan keperawatan Unit Rawat Inap 
Rumah Sakit Islam Masyithoh Bangil dengan sampel 150 pasien. Data dianalisis 
menggunakan partial least square. Focus Group Discussion dilakukan dengan 
responden, Manager Keperawatan, Supervisor Rumah Sakit, seluruh Kepala 
Ruangan dan Kepala Poliklinik Rumah Sakit, Perawat Pelaksana dan dari pihak 
manajemen rumah sakit yaitu Direktur RSI Masyithoh Bangil dan Staf Yayasan 
dari RSI Masyithoh Bangil. FGD dilakukan untuk mencari solusi dari isu strategis 
yang telah ditemukan. Modul disusun bersama pakar keperawatan sebagai bahan 
untuk pemberian intervensi.  
Hasil penelitian ini yaitu 1) Brand Knowledge: Islamic Awarenes 
berpengaruh terhadap Brand Knowlegde : Islamic Cognitive (t=9,6170 > 1,96), 2) 
Brand Knowledge: Islamic Awarenes berpengaruh terhadap Brand Knowledge : 
Islamic Affektive (t=6,2243 > 1,96), 3) Brand Knowledge: Islamic Awarenes 
berpengaruh terhadap Brand Trust : Islamic Expectations (t=5,8413 > 1,96), 4) 
Brand Knowlegde : Islamic Cognitive   berpengaruh terhadap Brand Knowledge : 
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Islamic Affektive (t=3,4256 > 1,96). 5) Brand Knowledge: Islamic Cognitive 
berpengaruh terhadap Brand Trust: Islamic Expectations (t = 3,5145> 1,96 ). 6) 
Brand Knowledge : Islamic Affektive berpengaruh terhadap Brand Trust: Islamic 
Expectation (t = 11,6613> 1,96), 7) Brand Trust: Islamic Expectations 
berpengaruh terhadap Brand Loyalty: Behavioral Intentions (t = 9,0985> 1,96). 
Loyalitas dibangun melalui brand knowledge: islamic awarenes dengan 
membentuk islamic cognitive, islamic affektive dan islamic expectations yang 
mempengaruhi keinginan pasien untuk menggunakan kembali jasa rumah dan 
membangun rumah sakit melalui kritik dan saran. Faktor brand knowledge: 
islamic awarenes yang rendah dapat menyebabkan kualitas, kepuasan dan 
kepercayaan yang dirasakan oleh pasien terhadap layanan keperawatan di unit 
rawat inap rumah sakit menjadi rendah. Tarif tinggi yang harus dibayarkan dan 
kualitas yang dirasakan rendah setelah menggunakan jasa rumah sakit 
mengakibatkan nilai (value) dari Rumah Sakit tersebut menjadi lebih rendah. 
Kepuasan pasien secara keseluruhan jasa dinilai sejak pelanggan masuk rumah 
sakit, selama dan setelah menggunakan jasa rumah sakit. Brand Trust : Islamic 
Expectations dapat meningkatkan nilai (value) dari Rumah Sakit apabila 
pelayanan yang didapatkan oleh pasien sesuai dengan pengorbanan yang 
dikeluarkan. Loyalitas pasien terbentuk dari adanya keyakinan dan layanan yang 
didapat pasien dibentuk melalui kualitas perawat, harga, kualitas layanan rumah 
sakit dan kepuasan. 
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ABSTRACT 
 
THE DEVELOPMENT OF BRAND LOYALTY MODEL BASED ON 
ISLAM ON PATIENT LOYALTY IN HOSPITAL 
 
Sofia Mayasari 
 
Introduction: The purpose of this research was to validate the model of Islamic 
loyalty    based on   the approach   of  Theory  of  Destination  Branding approach.  
Method: Explanatory  research  type with quantitative approach design used 
within   150    patients.     Data    were    analyzed    using    partial   least    square.  
Result and Analysis: 1) Brand Knowledge: Islamic Awareness influences Brand 
Knowlegde: Islamic Cognitive (t = 9,6170>1,96), 2) Brand Knowledge: Islamic 
Awareness influences Brand Knowledge: Islamic Affective (t = 6,2243>1,96), 3) 
Brand Knowledge: Islamic Awareness influences Brand Trust: Islamic 
Expectations (t = 5,8413> 1,96), 4) Brand Knowlegde: Islamic Cognitive 
influences Brand Knowledge: Islamic Affective (t=3,4256 > 1,96), 5) Brand 
Knowlegde: Islamic Cognitive affects Brand Trust: Islamic Expectations (t = 
3,5145>1,96), 6) Brand Knowledge : Islamic Affektive affect on Brand Trust: 
Islamic Expectation (t = 11,6613> 1,96), 7) Brand Trust: Islamic Expectations 
affect on Brand Loyalty: Behavioral Intentions (t = 9,0985> 1,96). Conclusion 
and Discussion: Loyalty is built through brand knowledge: islamic awarenes by 
establishing islamic cognitive, islamic affectiveness and islamic expectations that 
influence the patient's desire to reuse home services and build hospitals through 
criticism and suggestions. Researchers were then expected to conduct research 
related to customer satisfaction and loyalty as a whole aspects of medical and 
non-medical related services in qualitative research to take a closer and more 
subjective look at what patients really want and need. 
 
Keyword: brand loyalty based on islamic, Theory of Destination Branding, 
patient loyalty. 
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ABSTRAK 
 
PENGEMBANGAN MODEL BRAND LOYALTY BERBASIS ISLAMI 
TERHADAP LOYALITAS PASIEN DI RUMAH SAKIT 
 
 
Sofia Mayasari 
 
Latar belakang : Tujuan dari penelitian ini adalah memvalidasi model 
brand loyalty berbasis islami dengan pendekatan Theory of Destination Branding. 
Metode: Penelitian ini menggunakan jenis penelitian explanatory research 
dengan pendekatan kuantitatif dengan sampel 150 pasien. Data dianalisis 
menggunakan partial least square. Hasil: 1) Brand Knowlegde : Islamic 
Cognitive (t=9,6170 > 1,96), 2) Brand Knowledge: Islamic Awarenes berpengaruh 
terhadap Brand Knowledge : Islamic Affektive (t=6,2243 > 1,96), 3) Brand 
Knowledge: Islamic Awarenes berpengaruh terhadap Brand Trust : Islamic 
Expectations (t=5,8413 > 1,96), 4) Brand Knowlegde : Islamic Cognitive 
berpengaruh terhadap Brand Knowledge : Islamic Affektive (t=3,4256 > 1,96), 5) 
Brand Knowledge: Islamic Cognitive berpengaruh terhadap Brand Trust: Islamic 
Expectations (t = 3,5145> 1,96 ). 6) Brand Knowledge : Islamic Affektive 
berpengaruh terhadap Brand Trust: Islamic Expectation (t = 11,6613> 1,96), 7) 
Brand Trust: Islamic Expectations berpengaruh terhadap Brand Loyalty: 
Behavioral Intentions (t = 9,0985> 1,96). Kesimpulan: Loyalitas dibangun 
melalui brand knowledge: islamic awarenes dengan membentuk islamic 
cognitive, islamic affektive dan islamic expectations yang mempengaruhi 
keinginan pasien untuk menggunakan kembali jasa rumah dan membangun rumah 
sakit melalui kritik dan saran. Peneliti selanjutnya diharapkan dapat melakukan 
penelitian terkait kepuasan dan loyalitas pasien secara keseluruhan aspek 
pelayanan terkait medis maupun non medis dalam penelitian kualitatif untuk 
melihat lebih dekat dan lebih subyektif apa yang sebenarnya diinginkan dan 
dibutuhkan oleh pasien. 
 
Kata kunci: brand loyalty berbasis islami, Theory of Destination Branding, 
loyalitas pasien. 
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